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First, let’s talk about
your communications
ecosystem.




Online Display Ads
Website

Social Media

Traditional




Relevance drives
response.

Response drives
revenue.

— Lee Gallagher




Right Message
Right Person
Right T1me
Right Channel



Using storytelling to
create meaningful
engagement with
current andpotential
audiences.
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To communicate
effectively, we must
establish rargeting,
messaging, and desired
outcomes.



Barriers to Cultural Participation

|. It's not for someone like me
0. 1didn't think of it

3. It's inconvenient

4. | couldn’t find anyone to go with

5. Its value is not worth the cost



Let’s democratize our
communications.
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Eliminate jargon and org
speak.

Focus on the patron
experience and 1mpact.



When you :
VRN ELGE: out
of Ll and
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What Ballet Austin found
when they stopped
assuming and started
getting real.

We unknowingly create barriers through our most fundamental
communications.



Create a
Plan
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Remove siloed
communications.
Like, for realsies.

I’m serious. | mean It.
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Minneapolis Institute of Art

‘This document helps plan
communications for the
Mia brand. Brand content themes roll
down through Mia communications

.luly-December 2017 (Updated 11/2/17)
Brand Content Plan

projects through those themes. We use
the tool to:

1. Draft the Plan.The planning tool
‘helps to start inter-departmental
conversations through monthly Content
Team meetings. Team members
identitty opportunites and share work
plans 1o ensure we use our channels.
2. Establish Touchpoints

‘and Make Decisions. I highiights
each division's work that potentially has
or needs a communications touch
point, and helps to guide the decision-
making process for LeadershipTeam.

3. Tracks Resources. It tracks the
allocation of resources toward
communication goals, as well as
strategic initiatiatives and the ways in
which they roll up to the content.

'COMMUNICATION CHANNEL KEY

E Advertising: Advertising dolars are

earmarked for Target Gallery shows and
other revenue-generating opportunities.
Advertising messages bring general
awareness to a broad audience, with the
goal of convincing someone to respond
0 the desired call o action.

Emall: Includes information about

. upcoming events, exhibitions, and
lectures.

| Direct Mail: Highlights: Printed four
times a year and sent to approximately
45K homes. Typicaly contains events.
Jprograms that are broadly appealing
and have revenue-generating potential
Talks: Printed three times a year and
sent to approximately 6500 homes.
Content contins st prograening

inted two times a year and
s approxmely 000 homes.

Content contains child and family
programming. Summer Camp: Printed
once ayear and sent to 6,500 homes.

Mia Stories: The museum’s blog.

. Trending Now: A special collection of
Mia Stories offering personal perspec-
tives on current topics. Newsflash:
Digital versions of the in-gallery news
bites. Art Inspires: Essays/fiction from
focal authors.

Monolith Advertising: Directional,
Exhibition Promotion, My Mia, and
‘event messaging.

. Public Relations: The official
di
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Eyewitness Views Target (9/10/17-12/31/17)

Social Media: Facebook: Mia's
largest social audience (85K) and
wvlh st.enguu

content, Facebook evems and shamg
stories that fuel curiosity about the
collection and museum. Twitter: Mials
second largest social audience (45K),
with strengths in partner tagging.
trending topics, timely event-based
sharing, and responses to audience
tweets. Instagram: Mia's social
audience with the most growth
potential (28K). Posts that do well
include images of artworks tied to
relevant "hashtag holidays, trending
topics, artist birthdays, images that
showcase museum spaces, and more
playful content.

Website: The front page content is
determined by the Brand Content Plan.

Signage: Located at the Third
Avenue entrance and Target Wing
entrances, the content typically
promotes exhibitions only.

g

Iam Somali G255 (8/19/17-4/29/18)

Kunin Rotation 6360-361 (9/1/17-3/31/18)

George Morrison G353 (10/21/17-71/18)
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Who are the people we
are trying to reach?



First find your current
patrons. Then find your
aspirational patrons.

Current Patrons: Data Append, Facebook Insights, Google Analytics

Next Logical Patrons: List Matching, Lookalikes



Majority of Americans now use Facebook, YouTube

% of U.S. adults who say they use the following social media sitesonline or

on their cellphone A majority of Facebook, Snapchat and Instagram users
. visit these platforms on a daily basis
O YouTube 73% Among U.S. adults who say they use __, the % who use each site ...
Facebook 63 NET
. Several timesa day Aboutonce aday Lessoften Daily
Facebook 51% 23% 26% 74%
Snapchat 49 14 36 63
40
— Instagram 38 22 39 60
Pinterest 29
ey Twitter 26 20 53 46
20 m&i‘; 22
YouTube 29 17 55 45

2012 2013 2014 2015 2016 2017 2018

>0Clal viegia Use In ZU10

PEW RESEARCH CENTER

olldata IS notavaliable forYoulube, Sn

rend data from previou
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Roughly four-in-ten seniors are smartphone owners

Social platforms like Snapchat and Instagram are o et
% of U.S. adults ages 65 and older who say they own the following ...

especially popular among those ages 18 to 24

% of U.S. adults in each age group who say they use ... Cellphone of any kind Smartphone
50+ 30-49 2529 1824 Total 65+ ‘ﬂ
Age
i . s 6559
7074 [0
. . 7579 S
acebook 55
‘ ¢ so+ IER
Education
Shepchat 7 © . HS or less
Some coliege | NEEED
Instagram 16 e °71 College+
Household income
. <530« N 27
Twitter 14 o ® 45 $ 73 -
$30K-<$50K
’ s50k-<s75K N
0 20 40 60 80 100
$75K+

PEW RESEARCH CENTER
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How can we encourage
participation?
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Palm Beach Opera // #PBOperaForAll
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Pittsburgh Festival Opera // #MyFirstTime
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Loews Hotels // #TravelForReal
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Ann Taylor e J.Crew oo Warby Parker oo
19hrs-Q ¢ May 22 at 12:03pm - @ May 23 at 11:30am - @

We'll keep this short and sweet: Everything's 50% off + ships FREE for

i i i Introducing #WearingWarby—a new series where we highlight special
Cyber Summer. §&: @onesmallblonde Your summer blueprint has arrived... Shop all new arrivals for the next 3 00 |g . g | Y l i hg ght sp
months: jcrew.co/2keAB6h individuals that use our glasses as a tool to accomplish some pretty great
Shop: https://annstyle.co/2JJ9Aag things. Case in point: Samantha Irby, the @nytimes best-selling author of
f ] "We are Never Meeting in Real Life," who's been #WearingWarby since

2015: https://warby.me/2IIFSwD
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nycballet
FEBRUARY 3

ﬁ) Share
38K 12

WITH BALLET // "#withballet |
write. My feet my pen, the floor my
paper. | write about my joy, my
struggle, my love. As | ghost write
memories for my daughter ... with

nycballet
@ JANUARY 26

ﬁ} Share

53K 16

WITH BALLET // "l was five years
old when | saw my first ballet,
Swan Lake, and took my first ballet
class. Studied for 30 years, on and
off. | was never going to be a

ballet
@

ﬁ} Share
54K 12

WITH BALLET // "Her dreams are
much bigger... #withballet" —
@tinselandvelvet Thank you for
sharing, @tinselandvelvet.
#withballet, we can embrace the

nycballet
JANUARY 26

ﬁ) Share
43K 6

WITH BALLET // "l overcame
bullying when | was 7 with ballet.
Back then, | had discovered | loved
what | saw in ballet and insisted
that my parents enrolled me in

4

nycballet
®

ﬁ) Share
9.7K 65

WITH BALLET // "#withballet we
teach confidence, grace &
perseverance. With ballet we
share a special world with dancers
as they grow as students, people

nycballet
@ JANUARY 26

SRR 54 p Share

WITH BALLET // "#withballet | am
able to express my passion. From
the day | first stepped into a
studio, every class, workout,
rehearsal, and performance

New York City Ballet // #withballet

@cecidadisman



How can we create more
engaging content?



(/\] Milwaukee Ballet vos
@ 18hrs-Q

Our new Tour de Force program, Glissade, takes center stage! Such
a hardworking a great group of girls. Check it out!
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Can children in wheelchairs learn to dance? The
Milwaukee Ballet certainly thinks so.

New York City Ballet eoe
: March 6 - Q

Watch how ballet can benefit anybody and everybody, including one
young girl who got to live her dream of being a ballerina with the help of
NYCB Access Programs.

Since 2014, NYCB Access Programs has partnered with medical centers
and special education schools to provide educational programs —
movement workshops, artist visits, and performances — for children
and adults with disabilities, their peers, and their families. The results
are heartwarming, but more than that — they show how ballet can
reach out and build a community of people moved by art. Learn more
about the program at nycballet.com/access
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THe WUAX ADNeRTISING

ALKed To teore, THev D)
PUNCH You IN THe ftrice.
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The keys to brand
success are
self-definition,
transparency,
authenticity and
accountability.

--Simon Mainwaring

@cecidadisman



Questions?

Don’t be shy!




WE DO GREAT WORK FOR THE GREATER GOOD

We are a digital-first creative agency for arts + culture and nonprofits. We help organizations
thrive through strategy and design.

We are interdisciplinary zealots dedicated to blending creativity and code, philanthropy and
commerce. We love what we do, and we love what our clients stand for. We are collaborative,

inventive, inspired.

We connect our clients with current and undiscovered patrons through integrated websites,
digital marketing, print design, and new technology.

theformgroup.com . 216-921-9460



